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Executive summary & conclusions
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In November 2008 TEAM Tourism Consulting were

commissioned by Tourism South East (TSE) to undertake

research among tourism businesses to measure levels of

internet and market connectivity.

Current E-business systems:

In terms of computer usage, patterns were mixed.
Approximately a third (35%) of all businesses used
computers either a little or not at all. Just under half

(45%) used computers for most things or everything.

The main reason for non computer usage was that it

was simply not perceived as needed by the business.

The majority of all businesses had email and internet
access (about 80%). Similarly, the maijority (74% of alll
businesses) had their own web address.

Overall, 83% of all businesses were featured on a third
party website — this was most commonly a local website
(i.e. Local Authority, Tourism Association typically via a
DMS - 63%) or national site (i.e. VisitBritain, or

EnjoyEngland via EnglandNet - 40%).

G
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Businesses were tending to update their latest room /
ticket availability and prices on external websites. (49%
were and a further 14% to some extent) but were not
tending to take online bookings (28% were).

Own website

About a third of businesses with their own websites
paid for additional advertising on them. A similar
proportion undertook Search Engine Optimisation.

About a fifth of businesses with their own websites had
a Property Management System.

In about a third of cases, customers were able book
direct via the business’s own website. These online
bookings generally (59%) require the business’s
confirmation of room/unit/ticket availability before the
customer receives confirmation of the booking.

About a third of businesses taking direct website
bookings had an Online Merchant Account (i.e. an
account that receives payments for online bookings).

Among businesses using computers about two fifths
had a customer database with email details. A small
majority 57%) of these businesses were emailing
customers with special offers, updates and newsletters.



E-adoption ladder

Six stages of e-adoption among tourism businesses can be

identified from this research. These are as follows:

% of
businesses

E-adoption stage

Not on ladder — no computer / e-
commerce capability

Not on ladder - but advertising through 8
third party

1 - messaging (have email) 10
2 —marketing (use of own website for 49

marketing business)

3 — ordering (taking on-line bookings 18
through own website)

4 — ebusiness (operating with a PMS) 8

*  Most businesses in the middle category (“marketing”) —i.e.

using ICT for advertising purposes but little else.
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About a third of businesses were in a more advanced

position — taking on-line bookings through their own
websites , and in some cases, operating with a PMS.
This group was more likely to be using customer
databases and email for marketing purposes.

A small but significant proportion (about a quarter)
are lagging - they have basic ICT adoption or no
adoption. A significant proportion of this group are
not interested in utilising ICT in the future.

Aftitudes

Businesses using computers indicated that:

They are tending to market on-line, e-business has
helped, and is relevant, to them.

Availability of software systems, skills and knowledge,
and on-line security are not, in overall terms, barriers.
Generally they were not interested in taking on-line
bookings and payments, and / or in having one

system for managing their availability information.

Businesses not using computers were generally not

interested in e-business or e-marketing. Skills, systems,

and security were seen as issues.



Based on attitudes a number of groups can be identified —
these range from “leading edge” businesses (17% of
businesses) that have strongly embraced e-business and
are interested in new systems; to a group (“Non adopters
—noftinterested”-8%) that have not adopted and show
no interest in doing so. Businesses are most commonly
(42%) “mainstream adopters” —i.e. they see the relevance
of e-business but are not so keen as leading edge

businesses to adopt new technologies.

There is a close and not surprising correlation between e-

adoption and attitudes to e-business.

Sources of business

The most common channel for customers to reach a
business is by telephone (about 50%). About 15% of
business is coming via the web, and 14% by email. This
varies significantly by the stage of the e-adoption ladder
that a business has reached - businesses that are atf the
higher end of the ladder are receiving greater proportions

of business through the web.
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Sources of business also varied significantly by business
type.

Skills and support

e There was interest in ICT fraining but this among a
minority of businesses — typically about one in ten were
very interested in specific fraining, and a further one in
five fairly interested.

e Interest was greatest in online marketing and Search
Engine Optimisation.
e Overall about 40% of businesses were interested in

receiving information on training opportunities.

Concluding remarks

While the maijority of businesses are utilising ICT in some
form (e.g. 83% are on the web through third party sites —
meeting TSE's target to have enabled 80% of tourism
businesses in the region to be connected to global
markets via the Internet by 2007), there are significant

variations.



Businesses are typically using the web as a promotional /
advertising tool but no more. There are a small group of
businesses that are further forward in e-adoption, but even
among this group it is a minority that could be regarded as
“leading edge” and e.g. proactively undertaking e-

marketing.

There were significant variations by business types.
Typically it is the larger serviced establishments that have
been more proactive in e-business adoption — they are the
businesses that have most to gain from the advanced
bookings that the web as a channel can offer, and from
the organisational efficiencies ICT and related systems can

bring (e.g. managing room allocations).

There were variations by business size —i.e. larger
businesses are more likely to adopt. However, this is
typically a reflection of the larger serviced establishments —

aftractions are generally not such proactive adopters.
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Similarly there are some area variations but these are not
strong and are likely to related to business type —e.g.
Berks / Bucks /Oxon has a higher proportion of larger
serviced establishments and this manifests itself in

responses to different questions.

Finally, there have been some notable changes since
2003:

e Levels of businesses using computers appears to be up
-85% of businesses in 2008 compared to 65% in 2003.

* While levels of adoption of email, internet access and
a web presence were broadly the same among
computer users, there was some evidence that the
proportion of business able to take direct web
bookings was up (34% compared to 29%), and that
the proportion of these that were automated was also

up (35% compared to 24%).
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1.1 Project aims

A key aim of Tourism South East (TSE) and the South East The objective of the project was to establish current
England Development Agency (SEEDA) is to encourage capability amongst tourism businesses in respect of:
businesses in the region to get connected to the Internet . Connection to the internet

and to fully exploit this medium to reach prospective R Use of the interet i.e. for marketing product as

customers. To this end, a number of TSE's programmes
within the 2005/06-07/08 business plans have been aimed

simple communication

J Having their own website and/or featuring on

at supporting businesses to make the best use of new destination websites

technology. A key performance indicator (KPI) for this

. . . . J Featuring on/connected to local DMS
work is to have enabled 80% of tourism businesses in the

South East to be connected to global markets via the : Featuring on EnglandNet

Internet by 2007. . Offering on-line booking.

In November 2008 TEAM Tourism Consulting were
commissioned by Tourism South East (TSE) to undertake
research among tourism businesses to measure
achievement against this target, and in particular, to

provide a baseline for assessing future progress.
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1.2 Methodology

The project involved a telephone survey among fourism Sample Sample - % of | Actual supply - %

businesses using a structured questionnaire. The - No of businesses of businesses
businesses (n=610) (n=7559)

guestionnaire (shown at Appendix 1) was agreed with TSE

) ) Serviced
prior to the start of the data collection process.
1 fo 3 rooms 102 17 3
4to 10 rooms 100 16 19
TSE's database of tourism businesses was broken down 11 to 25 rooms 0 10 9
info a number of different categories and a quota was 26+ rOOmMS 38 6 8
applied to these. Within this quota, businesses were then Self catering
interviewed on a random basis - this ensured a random .
1-10 units 142
eographic spread of businesses. 25 13
9S0grap P 10+ units 12
Caravan
The final sample size was 610 businesses. The final analysis 1 — 50wt 4 .
was weighted by business type to ensure that the sample  Pifches efc o s
reflected the supply of tourism businesses in the region. 50+ units / 1
pitches etc
Attractions
The following table shows the sample in terms of number of
Free —less than 37
businesses. It also shows a comparison of the sample 25k visitors o ¢
against the supply of tourism businesses in the region. Free — more o]
than 25k visitors
Charging - less 31
than 25k visitors
8 7
More- less than 18

25k visitors
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.3 Project context

In 2003, two maijor pieces of work were undertaken

looking at ICT / e-business adoption by tourism businesses.

The first of these was the DCMS / DTi E-commerce

assessment project (PriceWaterhouseCoopers — March

2003). This was primarily a qualitative project (involving 30

depth interviews across the UK). The study drew a number

of conclusions:

The overall adoption of e-commerce was relatively high
—80% of respondents were using the internet for

marketing, and 40% could take on-line bookings.

Accommodation, and particularly self catering, were

more advanced than attractions in this regard.

There was wide adoption of basic technologies — email
(80%) and website (80%) but adoption of other
technologies (infranets, and Electronic Data Transfer)
was lower (less than a third). On line bookings were

typically not done in real time.

The study identified a number of stages of e-adoption
and identified the proportion of businesses within these

categories. These are shown in the following table.

G
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E-adoption stage % of
respondents

Not on ladder — no e-commerce 3
capability
Not on ladder - but advertising through 14
third party
1 - messaging (use of email to send 3
messages)
2 — marketing (use of a website for 37

marketing products and services, including
publishing of prices and availability)

3 — ordering (inferaction between a 17
business and its customers )

4 — payment 23
5 — order / sales online progress 3

6 — ebusiness (a business that has fully -
integrated ICT into its operations —

potentially re-designing business models

around it, with the integration of all the

activities above with the intfernal processes

of a business through ICT).



J Motivations for adopting e-commerce were generally
customer focused - reaching new customers, increasing
bookings and efficiency. The motivation is stronger for
accommodation businesses (where pre-booking is of
greaterimportance).

J A quarter cited a lack of understanding as a barrier to
embracing e-commerce. The biggest barrier (50%) was

investment — not necessarily money but also return on

investment. Other barriers included fear, casual workforce,

and external skills (i.e. where to get external support)

The second study undertaken in 2003 on ICT / e-business
adoption was a national survey of tourism businesses. This was
undertaken by the English Tourism Council and involved a
qguantitative telephone survey. The sample across the South East
region (at that time the Southern Tourist Board and South Eastern
Regional Tourist Board areas) was 320 businesses. This survey
covered a range of subjects. Some of these are also addressed
in this current 2008 Connectivity Research Project and, where
appropriate, reference and comparison has been made

between the two surveys.
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In addition, a survey was conducted on behalf of SEEDA -
'|CT Adoption and Perceptions within South East
Businesses’ (BMG — Sept 2008 ). This survey primarily
focused on establishing the level of adoption of ICT
hardware, broadband connection etc. across a range of
business sectors. It was not specifically related to the
tourism industry. While tourism related businesses were
included in the overall sample, the analytical output was
not presented by industry sector. For these reasons, this
survey has therefore not been used for comparative

pUrposes.
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4 Notes to the reader

In relation to the analysis in this report a few points should

be noted:

Percentages are rounded to the nearest whole number

—they may not always equal 100%.

Data in this report is generally weighted (by business
type) to reflect the regional supply of businesses.

Where data is unweighted, this is highlighted.

Some questions included a “don’t know” response and
in some instances these have been excluded from the
analysis to provide a sensible and comparable picture
of activity among businesses. This was particularly the
case with questions in section 4 (relating fo, e.g.

Website advertising, and search engine optimisation).

Crosstabs — data in this has generally been cross-
tabulated by a number of variables where samples are
sufficiently robust — typically these were type of
business, size of business, and location. If the crosstabs
show significant differences, these have been reported.
If the differences, are not significant, they have not

been presented.

G
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2. Business characteristics
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2.1 Business location

The following chart shows the geographic location of the The sub-regional samples varied slightly in ferms of business
survey sample, and also a comparison of the distribution of type, as the table below summarises (NB — this data is
tourism businesses in the region (based on TSE's product unweighted).
database).
- Isle of
Region| Hants. Kent Sussex Wight
% % % % 7
Hampshire .
ceyiced 47 s 19 14
Sussex :
ovced 6 s 16 18 6 22 14
Oxon/Berks/Bucks q
??:_Vlced 17 14 11 15 16 24 26
Kent
i%':ermg 2% 29 24 24 51 13 14
Isle of Wight
Caravan 8 8 9 13 10 4 2
Surrey o -
piraction =g 9 14 8 1 10 5
B Population ®Sample .
ﬁ:éfgr']‘;” ) 7 8 8 7 1 7

In general, the distribution of the sample follows the Hampshire, Kent and Sussex were broadly similar in terms

distribution of businesses within the region of business type but there were more significant variations

in tferms of the Isle or Wight, Berks /Bucks /Oxon, and Surrey.

G
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2.2 Business size

The chart below summarises the size of businesses in the As the chart highlights the sample is dominated by micro-
sample (NB - this data is unweighted) and in the region businesses — typically employing no staff (41%) or with 2 to

(i.e. the population — NB this data is weighted by business 9 staff (37%). The supply of businesses in the region is similar
type ). Business size relates to number of employees but with a higher proportion of owner run businesses (54%).

working 5 hours + in the UK but excluding contractors and

others not directly employed. This reflects the importance of smaller serviced and self

catering establishments in the region (see page 10). The
maijority of 1 fo 10 bedspace serviced and self catering
250+ (large business) establishments employ no people as the chart below

illustrates.

50-249 (medium business)

Atftraction
10-49 (small business) Caravan

Self catering

2%
2-9 (micro business)
Serviced 11+
1 (run by owner, .
employs no staff) Serviced 4-10
®Population  ®Sample Serviced 1- 3 1%

m ] m2to9 710 to 49 |50+



3. Current E-business systems
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3.1 Use of computers

Businesses were asked whether they used computers in the *  Approximately a third (35%) of all businesses used
running of their business. The weighted results are computers either a little or not at all. Just under half
summarised in the following chart, which shows results for (45%) used computers for most things or everything.
all businesses and for a number of different categories. « There were significant differences by

All 15% 20% 20% 19%
Serviced 1- 10 19% 26% 21% 12%
Serviced 11+ [VAS/A 20% 28%

Self catering A XY/ 22%

Caravan

Attraction 13%

m Not at all A little ™ A reasonable amount

® For most things B For everything

business type. Smaller serviced
establishments (less than 10 rooms) and
caravan parks were less likely to be using
computers in their business. Larger
serviced establishments were more likely
to be doing so. So too were self catering,

and, to a lesser extent, attractions.

Reflecting this, there were also variations
by business size. Micro businesses (less
than 10 employees) were less likely to be
using computers (39% using them little or
not at all) than larger businesses (12%
using little or not at all, and 74% using

them for most or all things).

In 2003, 35% of businesses in the region were

N=606 not using a computer at all (NB the question

did not indicate level of usage beyond yes/

no).
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3.2 ICT use

Businesses with computers were asked what information

and communication technologies (ICT) they used in their
business. This is summarised in the following chart - it also
shows ICT adoption for all businesses (including those not

using computers).

Email address

Internet access

Own Website
address

Other

None

B All buinesses B Computer users

teamﬁ

The vast majority of businesses with computers had email
and internet access (although a small proportion did not).
Similarly, the vast majority (87%) had their own web

address.

There were some slight variations by business type with
respect to own website address — medium and larger
serviced establishments (4+ rooms) and charging

attractions were more likely to have their own websites.

Businesses without email or internet access gave a variety
of reasons for non-usage. These included: no demand,
too expensive, inadequate telecommunications, and a

lack of training.

In 2003, 93% of businesses with computers had email, 21%
had internet access and 84% had their own website (58%
run and maintained by themselves, and 26% maintained
by a third party). There has therefore been little change

since then.



3.3 Non-use of computers

A variety of reasons were cited by businesses in terms of
non usage of computers. The main one was that it was

simply not perceived as needed by the business.
Not needed

Don't have computer

Lack of expertise

Takes foo much time to set
up and learn

Don't frust technology
Cost

Other

N=84

team

The "other” category covered a number of responses

including:

* Too old

¢ Not enough business / business too small
* No broadband.

The majority of businesses without a computer were not

planning to invest in one in the next 2 years.

Yes
Possibly 8%
10%

N=84



3.4 Advertising on external welbsites

All businesses were asked whether they advertised on a
series of external websites. The results are summarised

below.

A local tourism site for your
area (e.g Local Authority)

National fourism websites (via
Englandnet)

VisitSouthEastEngland.com
A directory site like yell.com

Agency website

A commercial site such as
Laterooms

Other

N=562 None

The "other” category included trade associatfion sites such
as the Caravan Club and BH&HPA and other sites like

“Daysoutwithkids.co.uk”.

The majority of businesses (63%) were advertising on local
tourism websites (i.e. local authority or tourism associations

teamﬁ

— typically through a DMS). A significant proportion were
featured on national sites (i.e. VisitBritain, or
EnjoyEngland via EnglandNet - 40%) and the regional site
(32%) . (This is an increase over 2003, when 43% of
businesses were listed on local, regional, national tourist

boards website).

In 2008,17% of businesses were not on any sites. There

were some differences by business types — for example:

e Larger serviced establishments (11+ rooms) were more
likely to advertise with commercial sites (39%),

directory sites (37%) and agency sites (32%).

e Self catering establishments were more likely to

advertise on local sites (74%) and national sites (52%).

e Caravan businesses were more likely to be either on
“other” (typically caravan club) sites (20%) or none
(25%).

There were some variations by area. Businesses in

Berks./Bucks/Oxon were more likely to feature on agency

(28%) and commercial (22%) sites (this is probably a

function of the higher proportion of larger serviced

establishments in the area). Businesses in Surrey were the

most likely to not be advertising on any sites (31%).
21



In terms of overall levels of advertising, there were no
significant variations by business size - i.e. smaller (9 or less
employees) and larger businesses were as likely to
advertise. However, larger businesses were more likely to
feature on agency and commercial websites (probably
reflecting the importance of larger serviced establishments

in this group).

Businesses were tending to update their latest room / ticket
availability and prices on external websites that they used
to advertise their business. (49% were and a further 14% to

some extent).

Website — availability / price updating

Some
14%

N=467

The proportion was higher among larger (11+ rooms)
serviced establishments — 65% were updating availability /
price information. Caravans and attractions were less
likely to be updating their information (49% and 54%

respectively were not).

Most businesses were not taking online bookings from
these external websites . There were some variations by

business type.

All

Attraction

Caravan

Self catering

Serviced 11+

Serviced 1-10

ENo EYes
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4. Own website and systems
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4.1 Website advertising and optimisation

Businesses with their own websites were asked whether Search engine optimisation
they occasionally paid for extra advertising in the search

engines (e.g. Pay-per-click Google Ads.).

The majority (69%) did not pay for extra advertising in the
search engines. Medium (4 -10 rooms) and larger (11+
rooms) serviced establishments were more likely than other

business types to advertise (38% and 46% respectively — see

table below).

Website advertising N=394

Larger (11+ rooms) serviced establishments were more
likely to be undertaking some form of search engine

optimisation (52% were - see below).

Website advertising Search engine
(% yes) optimisation (% yes)

Serviced 1-3 24 27
Serviced 4-10 38 34
Serviced 11+ 46 52
N=414 Self catering 27 35

Caravan (NB
small sample)

Attraction 21 23

A similar proportion of businesses undertook some form of 40 42

search engine optimisation.

G
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4.2 Property management system

The majority of businesses with their own website did not
have a Property Management System or PMS (i.e. a back-
office computer system that allows the business to
manage room or ticket availability, check-in/check out,

invoicing etc).

Property Management System

Yes
19%

N=405

There were significant differences by business type. Small
serviced establishments typically (95%) did not have a
PMS. This was also frue, albeit to a lesser extent, for
serviced establishments with 4 -10 rooms and self catering

(86% and 82% respectively did not have a PMS).

teamﬁ

Larger serviced establisnments (11+ rooms) were the most
likely to have a PMS (46%) but even among this group the
majority (54%) did nof.

A wide variety of PMSs were in use — most common was

an own company PMS.

Own company PMS

Frontdesk / eviivo

GuestLink

Other

Don't know

N=84

The "other” category included a wide range of responses
including Guestmaster, Easybookings, ResidentPro,
Guestline, HotelPro, Hotel Perfect, Focus efc.
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4.3 On-line booking

For about a third of businesses (34%), customers can book As the chart highlights, there were significant variations by

direct via the business’s own website (i.e. without having to different business type — smaller serviced, self catering

falk to the business on the phone, fax or send an email). and attractions were less likely o be able to take direct

This is slightly higher than in 2003 when 29% of businesses bookings.

with a website were able take an automatic on-line

booking.
Businesses with a PMS were more likely to be able take

Al direct bookings — 62% could.

Serviced 1- 3 Businesses taking direct welbsite bookings (n=165) were

asked about ways customers can book via their website.

Serviced 4-10 * In the majority of cases (59%), all online bookings

require the business’s confirmation of room/unit/ticket

Serviced 11+ availability before the customer receives e-mail

confirmation through the business’s system that the

Self catering online booking can go ahead (or not go ahead).

* In about a third of cases (35%), online bookings are

Caravan processed and authorised automatically without the

business’s participation at the booking stage; and with

Attracti
raction availability information updated accordingly. This is

an increase on 2003 when 24% of businesses had

N=460 ENo mYes automatic authorisation.
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4.4 On-line merchant account

Businesses taking direct welbsite bookings (n=165) were
asked whether they had an Online Merchant Account (i.e.

an account that receives payments for online bookings).

Just over two thirds did not.

On-line merchant account

N=158
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4.5 Databases and e-marketing

Most businesses using a computer do not have a
customer database that includes email details (61%). This
was particularly the case among smaller businesses — 32%
of businesses with 9 or less employees had a database,

compared to 67% of larger businesses.

Have customer database

All

Serviced 1- 3

Serviced 4-10

Serviced 11+

Self catering

Caravan

Attraction

ENOo EmYes

The majority of businesses with a customer database
(n=203) were emailing customers with special offers,

updates and newsletters (overall 57% were).

Larger businesses (10+ employees) were considerably
more likely to be emailing customers (81%) than smaller

businesses (42%).
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5. The “e-adoption” ladder
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5.1 E-adoption ladder

Page 11 summarises the DCMS / DTi E-commerce
assessment project undertaken in 2003. This identified a

number of stages in an e-adoption ladder.

This approach has been applied to tourism businesses in
the region. NB — because of data availability the
categories used do not necessarily relate exactly to those
in 2003. The following tables summarises the definitions

used and proportions of businesses in each category.

E-adoption stage % of
businesses

Not on ladder - no compute r/ e- 8
commerce capability

Not on ladder - but advertising through 8
third party

1 — messaging (have email) 10
2 — marketing (use of own website for 49

marketing business)

3 — ordering (taking on-line bookings 18
through own website)

4 — ebusiness (operating with a PMS) 8

teamﬁ

Approximately half of businesses were at the marketing
rung —i.e. using their own websites for promotion but not
engaging further in e-business through (e.g. on-line

bookings).

A third of businesses were in a more advanced position —
taking on-line bookings through their own websites , and

in some cases, operating with a PMS.

For analysis purposes (to provide a more robust sample in
some of the smaller categories), the e-adoption ladder

has been simplified into 4 categories.
These are:

e Not onladder -the "not on ladder” category of the
ladder)

» Basic adopter - the “not on ladder but advertising”, or

“messaging” categories of the ladder
* Marketing — the "marketing” category of the ladder

e E-business adopter the “ordering” or “ebusiness” stages
of the ladder.
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E-business adoption was closely related to business type
and size as the following chart illustrates. Larger
businesses, especially serviced accommodation, are

further up the ladder.

8% 8% 5% 8%
15%
B E-business 21%
B Ordering and
Payment
B Marketing
8%
I Messaging
21%
B Not on ladder but
advertising 14%
19%
m Not on ladder 5% o
4%
6(\“g o)

N=610

team



5.2 E-adoption and CRM

The following chart summarises the relationship between e-
adoption (using the simplified categorisation —see page
30) and CRM (in terms of customer data bases and

emailing customers).

Notf on ladder Basic adopter Marketing Ebusiness
adopter

E Customer database B Email customers offers etc

G
team 32



6. Sources of business
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6.1 Sources of business - online and offlin

The following chart highlights the proportion of
bookings / sales (e.g. rooms /units for 5o
accommodation businesses; ticket sales for Telephone direct with customer
aftractions) coming through different channels.

The chart shows the proportions of businesses Direct internet bookings - from
own websites

using email and /or and websites (i.e. Online

businesses) and “offline” businesses (those not Direct interet bookings - from

using email or websites). other websites l 4%

Key points arising from this are: Email from customers

¢ The most common channel (for both groups)
Telephone or email via an

is telephone direct with the customer. intermediary / agency

e For online businesses, 17% of business is
coming via the web (most of this from their TIC

own sites) and 16% by email.

30%
At the door/on the day

Other

m Offline ®Online

team 34



6.2 Sources of business - by the e-adoption |

The following table shows sources of business by the
different stages of the e-adoption ladder (see page 30 for
definitions of these groups ) and type of business. NB. This
includes both online and offline businesses.
Basic |Marketing| E-business | Serviced Serviced

adopter adopter | 1-10rooms | 11+ rooms
(%) (%) (%) (%)

Self catering| Caravan | Atraction
(%)

Telephone direct

; 50 51 50 48 40 36

with customer

Direct internet

bookings - from 11 0 3 10 14 15 7 4
own websites

Direct internet

bookings - from 4 0 1 3 g ) 4 2 2
other websites

Eqmell fiei 14 0 12 19 1 14 14 8 4
customers

Telephone or

=inal vie @i 2 0 4 2 2 ] 4 4 0 2
intermediary /

agency
TIC ] 1 3 ] 0 2 1 1 2 0
At the door/on
the day 13 45 12 10 9 10 8 3 10 45
Other 5 2 6 7 4 4 2 10 5 7

G
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7. Attitudes
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/.1 Overview — computer users

This section examines businesses’ attitudes to e-business The final column provides an average score —a score of
through a range of attitudinal questions — respondents +2 would indicate strong agreement. Negative scores
were asked to agree or disagree with these statements. indicate disagreement. NB - the statements are two

The following table summarises the results for all directional (i.e. a mix of positive and negative
respondents using a computer in their business. statements).

Responses are mixed. On

balance businesses are
Sample base ~ 590 (computer users) Strongly Strongly | Av. Rating L .
Figures are % of respondents - read across. disagree | Disagree 0 agree -2 to +2 indicating:

* They are tending to market
We are doing most of our marketing on-line now 14 24 37 25 0.4 . .
on-line, e-business has

E-Business has helped my business performance in

last three years 17 20 39 30 0.6 helped, and is relevant, fo
Would like to find a way to update our availability them.

in one system and for this to be published on alll

the web sites where we advertise 16 38 32 15 -0.1 * Availability of software

We lack relevant skills/ knowledge fo use e- .

business properly on all web sites where we systems, skills and knowledge,
advertise 19 44 28 9 -0.4

and on-line security are nof,

Not interested in faking payment and bookings

in overall terms, barriers.
over web 18 32 27 24 0.1

Don't have right software systems for e-business 18 43 24 15 -0.3 * However, most businesses

o . were not interested in taking
Have concerns over lack of security with on-line
marketing 18 44 26 12 -0:3 on-line bookings and

payments, and /or in
E-business not relevant to my business 27 46 16 12 -0.6 .
having one system for
managing their availability
information.
G -
team



/.2 Overview — non computer users

The following table shows attitudes among businesses Again responses were quite mixed. On balance, these
currently not using computers. To reflect the nature of businesses were generally not interested in e-business or
these businesses, a slightly different set of questions was e-marketing. Skills, systems, and security were seen as
asked. issues.

Sample base ~ 98 (non computer users) Strongly -E Strongly | Av. Rating
Figures are % of respondents - read across. disagree | Disagree g agree -2 to +2
May be interested in e-business in the future but

need more information before trying it 31 30 18 21 -0.3

Our business lacks the relevant skills/ knowledge to

use e-business 19 27 27 18 0.2
Not interested in taking payment and bookings over

web 20 31 19 31 0.1
Don't have right software systems for e-business 13 25 32 30 0.4
Have concerns over lack of security with on-line

marketing 18 26 33 23 0.2
E-business not relevant to my business 14 30 25 32 0.3

G
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/.3 Attitudinal groups

The previous two pages provide an overview of the Altitudinal groups % of
attitudes of businesses. Inevitably there are variations to ' bl(J:i:;sf)es
these patterns. The following table, based on a cluster

analysis, identifies 5 attitudinal groups and their relative size Leading edge businesses —-businesses that 17
among businesses in the region. have strongly embraced e-business and

interested in new systems (e.g. that
manages availability).
The largest group of businesses (42%) were what can be
termed mainstream adopters — businesses that see the Mainstream adopters — businesses that see 42

the relevance of e-business but are not so

keen as leading edge businesses to adopt
necessarily embracing higher levels (like PMSs) etc. new technologies.

relevance of e-business and have adopted it but are not

Laggards - are using computers in some 26
form in their business but are not really
keen to embrace e-business/e-marketing.

Non adopters — potentially interested. Do 8
not currently use computers but showed

some interest in on-line bookings and e-

business

Non adopters - not interested. Not using 8
ICT and not interested in e-business.
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/.4 Attitudinal groups and e-adoption

There is inevitably a close correlation between these By extension, there is also a link between business type
aftitudinal groups and the e-adoption ladder (see section and these atfitudinal groups —fypically larger serviced
5) as the following chart shows - the e-adoption groups are establishments are more likely fo be "leading edge”.

shown on the vertical axis.

Ebusiness
adopter

Marketing

Basic adopter

Not on ladder

B Non adopters - not inferested B Non -adopters - interested

N=511 " Laggards B Mainstream
B | eading edge
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8. Skills and support
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8.1 Training - overview

Businesses were asked what areas of information or Training that was of the most interest was search engine
fraining would be useful for their business. optimisation and smarter online marketing.
In general, businesses were not that interested. Overall 40% of businesses were interested in receiving

training information from TSE in the future.

How to build a website 76% 15% ¥4
Updating my availability online 1% 19% 1M%
Understanding options for online bookings 71% 19% 1M%

Smarter online marketing 62% 24% 14%

Search engine optimization 60% 24% 15%
The essential guide to social media 68% 20% 1M%
N=603
B Not interested at all ~ BFairly interested ™ Greatly interested

G
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8.2 Training — by type and e-adoption ladde

The following table shows differing interest by different

business types and their relative position on the e-adoption

ladder .

The tables shows an average score — the higher the score

(the maximum is 3), the more interested a business is.

Serviced Serwced Serwced Self Not on| Basic Ebusiness
Caravan| Aftraction el Clilgle
1-3 catering ladder | adopter adopter

How to build a

website

Updating my

availability 1.4 1.5
online

Understanding
options for 1.4 1.4
online bookings

Smarter online
marketing

Search engine
opfimization

The essential
guide fo social 1.4 1.5
media

% interested
in receiving
information
from TSE

40 40

teamﬁ

1.3

1.3

1.4

1.4

1.4

40

1.4

1.6

1.5

48

1.4

1.4

1.5

1.5

1.4

44

1.5

1.4

1.5

1.5

1.5

21

34

1.3

1.2

1.2

1.2

1.3

20

29

1.5 1.4

1.4 1.4

1.5

1.5 1.5

47 41

43



Appendix 1. Questionnaire
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T5E E-bBusiness Boseline Survey J008

1. Prolile of businesses
@1 Con | confirm your company deballs?

Cortoach name:

Poeition

MHame of company:

Type of business:
Serviced 1=3 rooms
Serviced 4-10
Serviced 11-25 rooms
Serviced 2+
Seff catering = 1 = 10 units
Seif catering |1+ units
Carawan | = 8 wrifs | piches / caroeans
Carawan 83+ units J pitches | comvans
Attoclion= free = less than 25,000 vsiars
Attmclion = free = mone fhan 25,000 vsitors
Aftmaction= charging - e than 25 000 visihors
Aftmction = charging - mone than 25,000 visil ors

Coundy
Bearis Buchs/ Ceon
Hompshire
Srsex
Sumey
Eezrit
sk of Wight

2 Cumernt @-Business syshems

33, Te what extent are computens vsed in fhe
tick only cne opilon)

Mot of all jgo fo Q4o and Q4b)
A e jgoto Q8

A reasonabie amount |go o QF)
For most things |go fo O

For everything (goto Q)

nenndng of your business? (Read list and

¥ wss

¥ no e of computers

compater
G5 Which of the following Informofion and
communication technologles do you cumenthy
wse in your foursm business? (Bead and fick ol
applicable)
a. Email addres (if mo olso ask G4)
b intemet Access (f no alse ask Q&)
c. O website oddes [prompt nof include o
page on anofher websibe)
d. Oither (pleass speciy]
&. Mona

Gda Why do you mof use compurhers?
{0 mod prompd)

Don't hove compufer (I yes, obo osk
Gutb)

Mot nieeded

Lock of expartos

lokes oo much fime fo set vp and
T

Don't tnost fechnology

Cost

Cither (please specify

[Then go fo Q.13 and then G.1&)

G2 Approximately, how many people. Incleding yourself, are cwmentty employed within
the busimess In the UK? [Pleose Inclede anyone working & or more hours a week and
exclude contractars and otvers nod direciy employed) [Reod list as prompt F nesded)

I |nun by cwener, employs no shoff)
bl [micrn business)

| O=4% el byusiness)

E0-24% [rreedivm business)

T [lange busness)

team

G, [ mo at Q%2 ondfor Qi) What I your
main reason for not boving an emall oddress or
Infemet occess? (Unprompled, fck  all
applicable)

Lock of fechnokgy

Too expensive

Lock of frairing

Telecoms service not odeguate

Mo desmand

Mo benehits

Crinesr pleome spaicPy

Dion't krone

{Then go fo .1 3]

G4k Might you plon fo wse a compuler
In say the next 2 yeors'?

Tes

=]

Poasibly

[Then go fo .13 and then &.14)

3 Own Webshe
Az gueshons 7 = 12 only if yes of Gic.

G7. Youw sold you have your own web Sie.do
you occasionally poy for extva odverfising in
the seorch angines |Meed fo prompt for 2.
Pay-per-click Googhe Ads)?

Tes

Hiz

Doan'f lon v
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O3, Do yeu do any search engine asplimisation
for your web she? (ie ke odding kbey words
fo moke se your web sie comes up as high
as passitie on e.g. Google search resulis)

Q12 Do you hove an Onlime  Merchont
Accownt? Le. am occound thof  recolwes
paymaents for onlne bookings

Yoz
Mo

O%a Do you vse a Properdy Management
Systemn or PMS? (le. o back-office computer
system fhaf aliow you to maonoge room o
ficket  ovoilobifty, checkdnicheck owt,
inwoicing edc)

T
iy
Doan't know

GPb It yes fo QYa, which PME do you vse?
evivo
Frontdesk
Guestlink
WOUT A comipany PG
oiihear

4. g-business and e-markeling
G 13, Do you odverise your business on any of fhe lolowing types of webshes?

ez
Mo
Don't kricw

. A le=cal towrtem ste for your area e, Local Authority, Towssm Asscciation

. WiitSouthEastEngland.com (the Scuth East Regional Towdst Boord web site|

. Hotional toursm websites ie. YEit#rfoin, EnjoyEngiond [vio Englondted)

. Agency website jeg. selff-cotering ogency websie)

. & comimerciol site such as Loterooms.com. Lashmirute.com, Aciieehobtes.com
f. A directory site ke yelloom

g- Otther {please shate)

b Hone (goto G14)

monmoo

@10, Con customers book via your own
wabsite, without hoving to falk fo you on the
phone. fax or send an emal?

Tes
Ha fgo o @13

@11. Thinking about woys cushomers book via
your websle, which of the following applies to
your bookdng system....[Read amnd fick only
one applicable cplon)

a. Al cnline bookings requre your confrmation
of roomfunitficket ovailabiity betoe  the
cusliomes recefves e-mail confimation fhrough
your systern thaf the online booking can go
aheod [or nof go ahead)

b or: All onine bookings are procesed and
guthorised  oufomatically  without  your
participation at the booking stage; and your
avaiabify information b updated accordingly
in yaur system

. If ofher pieose siale

G4 Are you updalinmg your lofest room
ficket ovallablity and prices on eoch of the
external web shes that you uwse to odverdbe
your business? [ ves o any of 13a - 13g and
O dioess naf = "ok af all® )

Yes

Some

Mo

Dion't kriceas

G5, Do you bake online bookings Wa any of
these webshes? (Le. where customens don'
hove to talk fo you on the phone, fox or send
an & emall bedore they can make a bookdng)

Tes
Mo

team
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G4, Approxdmabely what propofion of yow bookdmgs / sales [e.g rooms/unls for

accommadation businesses: Hckels sales lor offractions) do you estimole come fhrough

soch ot the following rowtes: (Musf odd up to 100, probe for an estimated &) & Afifudes
@1%. I'm going fo read you a sedes of shob is abouf e busl {Le. any busin
Telephare drect wih custormer Telephors dinsct wih custommes conducied over the Intemed - Including bookdngs, marketing and servicing cestomaer

enguides) and | want yow fo tell me the exdent to which you ogres o disogres with the

Direct irfermet bockings = from own websfes | Telephone via  an  infermedia i

{onky oppiies i yes af ?lﬂl ‘:'5?9'?":'1" ¥ tollowing statements [with 1 being sSrongly disogres and 4 being shrengly agres)c
Direct intemet bookings - from ofher webdtes | TiC

fony applies if ves of &15] At the doorfon the day Strongly agree

Ernail fom cusfomers Other (pkease state] 3‘9"“

Telephore o emaill Wia an intermediany Sr::?;:'fduugmf

agency

[

At fhe chooron the day

Ortiher fiokease shate)
@17, Do you howe a customer database fhat

We are doing mosf of our marketing on-ine | Only ¥ not of all in answer fo &3

IRcledes amall dedoils? e
Yo E-Buginess  has  helped  my  busines
Mo performance in fhe last three years
Dot now We would ike to find o waoy to updofe our may be inferested in e-Business in fhe
roomyfurititicked owailobilty in just one sysfem | friore, but need more indormation before
Q8. Do you ever e-mall customners speciol and for this fo be pubihed on all fhe web | it
offers, updates or newsheter sies where we odverfee our Dusiness
Ves Cur busness locks the relevond skls o [ Our business iocks the relevant skik or
o knowiedge to use e-business property Enowiedge fo use e-business
Dons now ‘We ore nof interested in foking poyment and

‘We ore nof inberesfed n 1c|-:i-'19 Pyt
and bookings over the web.

baookings over the web.

We don't hove the right soffwone sysfems for

e-business ‘Wwe don't hove the right softwore syshemns

for e-busines
We hove concemes over the lack of sacurty
with areine marketing?) We hawe concems ower the lock of
. security with cn-ine marketing

E-businass & not relevand fo miy usiness

E-business is not relewant 1o mry business

team




& Siclls and swppor.

@20, Which of fthe following oreos of e
besiness information or fraining wowld be
wsaful for your business? [READ LIST)

Graathy interesfed
Fairly inferested

Mot inferested af all
How fo build 0 websie

Updoting my  ovailabiity onire  [eug.
updaofing your rocmyfunit ovailabifty on your
local founism web ske)

Undershanding options for online booikings
Smorfer online morketing

Seorch engine opfim@ofion e.g. how o
make sure your web sfe can be found on
the frf poge of e.g. Googie seorch resuls)

The emential guide to sociol media [e.g.
making the most of online user neviews
biogs, sociol nehaonis afc)

Hone
Crther fspecify)
Don't ko

@31, Would you ke o recebve Informeation trom T5E about ICT / e-business Informaotion or
training appochenfties In the hiure?

Tes
o

Qo T3 moy conduct of some stoge hether surveys with fourdsm businesses in the
South Eosf fo monior the growth of ICT. Would & be possible to confoct you ogain in the
tuhowe?

Tes

o

@b If yes. please con | condim your e-moll address?

@21 Anally, hove you been soiisfled with the woy | hove comed out the sureey with
you?

Tes

Mo
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